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BUSINESS AND ECONOMICS

A CIASSROOM EXPERIMENT TESTS A
MANAGERIAL DECISION-MAKING
THEORY: DOES PARTICIPATION
ENHANCE SATISFACTION?
Marcia Agee

Hamline University
1536 Hewitt Ave., #13
St. Paul, MN 55104
Jeanne Buckeye

University of St. Thomas
Hayat Kabasakal
Bogazici University
Participative decision-making is increasingly
important in organizations worldwide, in part because it
builds acceptance, and thus ensures implementation of
decisions. This paper reports on the preliminary results
of a study designed to examine the impact of participation in a classroom organization. The authors, university
instructors, sought to show that the positive effects of
participatory decision-making had applications in
situations other than work environments. Using Maier's
theory of decision-making, which differentiates between
quality (intellectual) and acceptance (emotional)
dimensions of decisions, the authors chose management examinations as an example of a performance
situation where quality and acceptance might be at
odds. In the study, which included 206 students from six
sections of a course taught by the three authors, students
were given two types of exams. In one exam, students
were required to respond to all questions asked; in the
other, students were allowed to choose, within limits, the
questions they would answer, such that both groups of
students answered questions amounting to the same
number of points. During the term, each student was
exposed to both types of tests. Immediately following
test administration, and before results were known, each
student completed a satisfaction questionnaire.
Questionnaires were administered a second time after
they had seen the results of their exams. Preliminary
analysis suggests that the distribution of test scores (the
quality dimension) was about the same for both, but
that student perception of the fairness of the exam,
indicated by their satisfaction questionnaires (the
acceptance dimension) was higher in the choice
situation. This research suggests that allowing students to
participate in choosing exam questions is positively
related to their feelings of satisfaction, without
diminishing the integrity of the exam itself.

WHY THE JAPANESE RICE MARKET IS
CLOSED TO FOREIGN COMPETITION
Ashok Chowdhury
Department of Economics
Mankato State University
Mankato, MN 56001
Japanese rice market has been kept virtually closed
to foreign competition. Consequently, the American
rice producers have complained vigorously about their
inability to access the Japanese market. Japanese
government has a rice policy that involves two tier
pricing system. It sets the buying price (from the
producers) and also the selling price (to the
consumers) for its rice. Prices paid to rice producers
are always higher than the prices charged to its
consumers. Both prices, however, are kept at much
higher levels than the rice prices in the international
market. An econometric model incorporating supply
and demand functions for the Japanese rice will be
developed in this study. The model then can be used to
provide some economic reasoning for not opening the
Japanese market to foreign rice growers.

THE FALIACY OF JAPAN BASHING
Patrick C. Dorin

School of Business and Economics
University of Minnesota - Duluth
Duluth, Minnesota 55812
It is believed by many that Japan is taking over the
U.S. market place. It is also believed that U.S. companies
are unable to penetrate the Japan market because of
trade restrictions. The reality of the situation is that
Japan would not be able to take over the market because
it would create vast unemployment, destroying its own
export market. U.S. industry has penetrated the Japanese
market, but it has done so by careful strategies, building
working relationships with the distribution system (both
wholesale and retail), and offering products wanted and
needed by Japan.
It would seem that the Japan bashers would want to
exclude Japan from doing business in the U.S. However,
it turns out that many U.S. firms (including the bashers)
use Japanese raw materials for domestic products.
The ultimate reality is that the U.S. and Japan are
now economically dependent upon each other. They
must discuss what can be done to assist each other.
Perhaps a new economic unit should be created
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consisting of the U.S., Japan, Canada, Mexico, Australia
and New Zealand. Japan bashing only serves to destroy
working relationships. It is only through inter-cultural
working relationships that a positive effect can be
created for the entire human race.

USING SOCIO-ECONOMIC STATUS
VARIABLES TO PREDICT THE LIKELIHOOD OF BECOMING UNEMPLOYED: A
LOGISTIC REGRESSION APPROACH

ACCESSING ON-LINE DATABASES TO
TEACH UP-TO-DATE BUSINESS COURSES

Department of Economics
University of Minnesota - Duluth
Duluth, MN 55812

W.A. Jesswein

Richard Gendreau
Department of Business Administration
Bemidji State University
Bemidji, MN 56601
Using on-line databases to acquire up-to-date
information for courses in business fills the gap between
reality and textbooks. With more and more business
textbooks arriving with a data disk, analysis software,
and/or spreadsheet capabilities, access to a computer
in many business courses today is equivalent to having
ready access to a calculator in the 70's and 80's. In the
90's accessing on-line computer databases is one way to
teach up-to-date business classes. On-line databases like
Dow Jones News/Retrieval Service provide a wide
variety of relevant information which can be plugged
into most any business course; i.e., Investments, Real
Estate, Financial Management, and Business Policy.
With access to computers already required in business
programs, the next step is accessing on-line databases
to supplement the software already supplied by most
textbooks. There are many reasons for not
computerizing courses; however, there are few if any
relevant reasons for not having up-to-date courses. This
paper explains the process of accessing and integrating
on-line database information into business courses.
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P. Kotamraju
Department of Management
College of St. Scholastica
Duluth, MN 55811
Usually, when asked whether employment is a
serious community problem, individuals often respond
in the affirmative. A 1989 survey done by the United
Way Compass Project in Duluth, Minnesota, shows that
just over three-quarters said employment was a major
or moderate problem. However, only twenty-two
percent actualfy suffered an incidence problem with
employment in the preceding year. Nevertheless, almost
a third of the households had at least one member who
was currently unemployed. A logistical regression
estimation technique is performed on the Compass
Survey Data on Employment to test the following
proposition.
Individuals at a lower socio-economic status have a
greater likelihood of becoming unemployed because
they encounter higher rates of employment incidence
problems. In addition, because such individuals have a
heightened perception of employment as a serious
community problem, their likelihood of becoming
unemployed should also be higher.
Therefore, any existing programs that either
increase opportunities for employment or lessen the
problems of incidence would lower the probability of
becoming unemployed, and thereby, lowering the
perception of employment as being a serious problem
in the community.
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PROPOSING DUAL OBJECTIVES, AND A
CONTENT INCLUSION MEIBODOLOGY,
FOR mE INTRODUCTION COURSE IN
COMPUTER INFORMATION SYSTEMS
PROGRAMS
D.J. Leif
Department of Business Administration
Bemidji State University
Bemidji, MN 56601
Higher education Computer Information Systems
programs continue to emerge in the relatively young
and dynamic area of information systems. Computer
Information Systems curriculum models first and
foremost recommend the introduction course as the
foundation for these programs. However, the curriculum
models do not explicitly express introduction course
content because of the uniqueness of Computer
Information Systems programs dictated by educational
institution strategies, objectives, and resources.
Introduction course content may also vary due to the
inherently strong relationship of Computer Information
Systems programs with Business Administration
programs. This paper proposes dual objectives for the
Computer Information Systems introductory course. A
methodology to develop the content for this
introductory course is suggested. The paper also
clarifies the major differences among the Computer
Information Systems program introduction course the
traditional computer science introduction course,' and
the traditional Business Administration introduction
course. Finally, further research relating to the topic is
discussed and suggested.-

THE INROADS TO CAPITALISM: FDI IN
CHINA'S EAST COAST
Yusen Llu

Department of Marketing
University of St. Thomas
St. Paul, MN 55105
Unlike the dissolved Soviet Union where the
collapse of Communism took the form of drastic
change amid economic disaster, the withering of
Communism in China is led by a quiet evolution to
Capitalism precipitated by foreign direct investment
CFJ?I) in its East Coast with economic prosperity.
Chma's East Coast consists of four special economic
zones,_ fourteen coastal open cities, three municipalities,
and nine provinces with a population of 468.6 million.
and an area of one fifth of its territory. As a result of
preferential economic legislature, abundant inexpensive

labor, and favorable investment environment created
there has been an influx of FDI which had grown to US$
9.5 billion by 1990. In the mean time, its export and
GDP had amounted to US$ 44.6 billion and US$ 406
billion, which accounted for 79 percent and 58 percent
of China's total export and GNP. This article compares
the export and economic growth in China's East Coast
with the_ rest of China and some of the fast developed
economies of world, Hong Kong, Korea, Taiwan,
Singapore, and Japan. It also analyzes the growth of FDI
that effected these changes.

ESTIMATING mE REVENUES LOST TO
BROADCAST MEDIA DUE TO LOST
LIQUOR AND TOBACCO ADVERTISING
Lorman L. Lundsten

Department of Marketing Management
The University of St. Thomas
St. Paul, MN 55105
Cigarette advertising is banned from broadcast
media by law. Liquor advertising is severely restricted
by an agreement between broadcasters. Both products
spend their advertising allocations by advertising more
than they would normally, using other media. This
research fits a simple additive model to advertising
expenditures by industry, by media. The model is used
to estimate what a normal level of spending would have
been for tobacco and liquor in each media. These
amounts are contrasted with the observed amounts.
Excess advertising is seen in magazine and outdoor
advertising to compensate for the negligible amount in
the broadcast media.

RESIDENTIAL DEMAND FOR
ELECTRICITY IN MINNESOTA
Mike Murphy

Dept.of Economics
St. Cloud State University
St. Cloud, MN 56301
The depletion of finite natural resources effects
everyone. Understanding how variables influence the
demand for utilities, may help to point out ways to
encourage conservation. To this end the econometric
model in this paper estimates the effects that
Minnesota's population, average income, natural gas
prices, and electrical prices have on the residential
demand for electricity. The results indicate that the
overall model is statistically strong with all the
exogenous variables except for the price of electricity
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significant. The findings indicate that the price of
natural gas is significant but has inelastic relationship
with the residential demand for electricity. The
population of Minnesota on the other hand is found to
be significant and has a very positive elastic effect on
demand. Most importantly the paper finds that the
annual residential demand for electricity in Minnesota
shares a negative relationship with Minnesota's average
income. This is consistent with the hypothesis that
energy efficiency in Minnesota may be an added cost in
products, and therefore a normal good.

TEACHING AND LEARNING STYLES
Ward Nefstead
University of Minnesota
1000 University Drive SW
Waseca, MN 56093
Much of education and, often higher education, is
charged with the task of becoming more effective and
accountable for the results that are produced. Beginning
with major national studies in secondary education
which encouraged a return to more traditional means of
instruction and curriculum, and continuing on to the
search for educational methods which will help to
insure global competitiveness, the trend in education
seems to be centered on improving the process and, by
this means, guaranteeing a more desirable final product.
If education is to be improved, it must begin with the
dynamics of classroom instruction on which all of
education is based. This paper focuses on a comparison
of teaching and learning styles as revealed by major
instruments which measure personality dimensions.
A comparison of teaching and learning styles of
instructors and students insures the best learning
environment. The research conducted was based on
administration of the Kearsey-Bates Temperment
Indicator during the fall quarter of 1990 at the
University of Minnesota, Waseca campus. The results
indicate that overall instructors appeared to use
methods which match preferences of students. As other
research in Myers-Briggs instruments indicates, type is
strongly related to occupational group. Most of the
classes surveyed contained a large number of ST types
which favor hands-on and conceptual approaches to
instruction. This varies by class subject matter and area.
The results were shared with instructors and used as a
method of educational improvement.
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WHO IS USING THE NETWORK?
FACTORS AFFECTING THE USE OF
ELECTRONIC COMMUNICATIONS
Ilnda E. Parrv and Robert Wharton
Department of Management Studies
University of Minnesota-Duluth
Duluth, Minnesota 55812

Today at least half of all employees are information
workers. By the year 2000, this number is predicted to
increase dramatically. Advances in telecommunications
and computer technology have made networking both
effective and affordable. This rapid change in
communication technology has raised concerns about
what factors influence the adoption and use of
electronic networks.
This study examines factors that affect the use of
computer network technology. Previous researchers
have suggested that demographic and resource factors
are the primary predictors of network use. We propose
that the significance of demographics and resource
availability disappears when occupational field is taken
into consideration. Using a sample of faculty and
students from a mid-sized comprehensive university,
most of our hypotheses are confirmed although gender
differences and training remain significant factors for
predicting types of usage. Possible reasons for these
exceptions are discussed and implications for policy
and research in organizations are discussed.

IS MARKETING THE GOLDEN RULE?
R.J. Rexeisen
Department of Marketing
University of St. Thomas
St. Paul, MN 55105

Considerable attention has been devoted in the
marketing literature regarding the nature and scope of
marketing. There is, however, complete agreement that
the central focus of the discipline is the consumer and
that the servicing of the needs of "others" is the
consummate concern. The sustaining energy derived
from the exchange process is the "profit" each party
receives from the interaction. Although the marketing
philosophy is both intuitively appealing and logically
sound, the implementation of the concept has proven a
challenging process. By reason of analogy, however, it
may be possible to advance our understanding of
human exchange by evaluating parallels between the
marketing concept and the golden rule. Identified and
cherished in some form in nearly every religious
tradition, the golden rule proposes as a central tenet the
same basic "other" orientation as does marketing. It is
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also interesting to observe that the golden rule has
suffered from similar implementation difficulties.
Preliminary research would suggest that good portion of
the problem may lie in how the "rule" and marketing
concept are in practice operationalized. As opposed to
pleasing others, self becomes the unrecognized central
focus thereby frustrating and frequently extinguishing
what are otherwise appropriate intentions.

MARKETING: THE SEARCH FOR
SUCCESSFUL ADAPTATIONS
R.F. Sauter and R.J. Rexeisen
Department of Marketing
University of St. Thomas
St. Paul, MN 55105
Social Darwinism, for all of its apparent
shortcomings, has provided a stimulating framework for
thinking about and potentially explaining the evolution
of economic behavior. The greatest benefit to the
practicing business manager, however, may come from
examining the relationship between adaptation and
adaptive outcomes. Adaptation is defined as recurring
behavioral tendencies (individual or group) whereas
adaptive outcomes refers to relative (e.g., better vs.
worse) performance. Within this context it is possible to
identify those conditions that will have the greatest
impact on management's ability to interpret, replicate
and extend successful adaptations. The resulting
framework facilitates study and suggests normative
guidelines for understanding and consequently
enhancing business practice. Specifically, the proposed
typology classifies the relationships between behavior
and outcomes into a 2 x 2 x 2 matrix: behaviors that are
positively or negatively related to outcomes; behaviors
that are perceived to result in successful or unsuccessful
adaptations; and behaviors which a person is
consciously aware or unaware of. In addition, several
moderating variables have been identified including: 1)
determining the basis and level of "success," 2) the
relevance of time horizons, and 3) the impact of
environmental variations.

THE NATURE, FREQUENCY, VICTIMS
AND RESPONSE TO SEXUAL
HARASSMENT IN THE WORKPLACE
Michael A. Sheppeck, Philip I. Schechter
and Donald E. Horton
Department of Management
University of St. Thomas
St. Paul, MN 55105
A total of 834 individuals returned a sexual
harassment survey presented in the Spring 1991 Horton
Report. The survey sections dealt with type and
frequency of sexual harassment behaviors, impact on
harassees, harassee actions in response to harassment,
organization actions, and respondent demographics. A
factor analysis of 29 harassment behaviors produced six
factors: comments, looks, sounds, pressure, touch, and
extreme gestures. Analysis of the marker items from the
six factors showed that between 7% and 55% of the
respondents had experienced the marker behaviors in
the past two years. The most frequently experienced
behavior (from the 29) was "sexual comments about a
person's clothing, anatomy, or looks." The least
frequently experienced behavior was "actual or
attempted rape or sexual assault." The most frequently
taken action by victims in response to harassment was
"ignored the behavior or did nothing." The least
frequent action was "requested an investigation by an
outside agency." Demographic information was
collected for the following variables: harassee gender,
age, education, job classification, type of organization,
and size of organization. A review of demographic
break-downs for each of the six marker items showed a
consistent pattern of results. However, education, type of
organization, and size of organization did show some
variation across several of the marker items. These
results are compared to findings from a 1987 federal
government study and implications for human resource
practice are noted.
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CONSUMER RESPONSE TO
EDUCATIONAL MARKETING
Richard 0. Sielaff
School of Business and Economics
University of Minnesota - Duluth
Duluth, MN 55812
The nationwide shortage of funds for schools at
every educational level has created a renewed interest
in the curricula of public and private secondary
schools. Should the secondary schools provide the
traditional liberal arts subjects or should they encourage students to take vocational subjects and home
building skills? What subjects should be eliminated in
order to reduce the school budget and the burdens of
taxation? A survey was made in 1991 of a random
sample of adults in a community of about 100,000
people to determine what the public at large, rather
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than special interest groups, thought was important in
the secondary school curriculum. A total of 78.5% of
adults thought that the college preparatory program was
very important, and another 19. 7% thought that it was
somewhat important. Less than 1% thought that it was
unimportant. By way of contrast a total of 32.3 thought
that the school athletic program was very important,
another 52.5% thought it was somewhat important, and
14.3% thought that it was unimportant. A total of 41.7%
considered the school music program as very important, and 26.5% thought the school drama program was
very important. The economics and social studies
courses were regarded by 83.9% as very important, the
English, speech and literature courses by 91.0%, and the
mathematics and natural science courses by 91.9%.
This report card on the public perception and
response to the curriculum of the secondary schools
provides a view of the curriculum quite different from
that which some believe exists.

